
TAKE YOUR 
BUSINESS TO THE 
NEXT LEVEL IN 2018

11 TOP TIPS 
TO SURVIVING IN 2018.

Future-Proofing 
your career, your business 
and your projects.



Being an architect is not just about 
designing great buildings, for many, 
it is even more about running a 
business, and doing so successfully. 
And whether it is a small one-man 
band or a huge firm, many of the 
same business principles apply. 
That is why Publisher Media in Africa with sister 
magazines WALLS&ROOFS in Africa and FLOORS in Africa, 
Building and Décor and DAS has compiled some of our 
top-read business articles in a handy go-to-guide. From 
advice on meeting a client brief, expanding a business 
and future-proofing your projects to tips for personal inter-
active marketing and social media – this will equip you to 
make sound business decisions and grow professionally.

A: Building a healthy business

Leadership
1. What is the leader’s role?
2. Have you thought about succession 

planning?

Innovation
3. 5 steps to start your innovation 
 journey

Employee well-being
4. Stressed out much?

The art of social media
5. Why you should connect online

B: Professional business conduct

Cultivating clients 
6. 5 ingredients to meeting the brief
7. What built environment professionals 

should know about copyright laws
8. Future-proofing your projects
9. 3 ways to protect your IP when 
 expanding into Africa
10. 8 lessons about how technology 
 facilitates innovative ways to reach 

customers

Manage your reputation
11. Business advice – don’t lie

For more business insights 
and advice, check out 
the Bizhub section on 

www.buildinganddecor.co.za

Also join 
the discussion on 

http://www.facebook.com
/buildinganddecor, 

http://www.twitter.com/
buildingdecor 

and https://www.linkedin.com/
showcase/10172797/ 

and sign up 
for our newsletter: 

http://www.buildinganddecor.
co.za/register/.

01

Contents DAS 
CONFERENCE 

DESIGNER, ARCHITECT, SPECIFIER



A LEADER IS ONE 
WHO KNOWS THE WAY, 
GOES THE WAY, AND SHOWS 
THE WAY. 

JOHN C. MAXWELL

LEADERSHIP
A: Building a healthy business
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What is the leader’s role?
Creativity isn’t usually at the top of the 
executive team’s list, but it remains at the 
core of any business. The entrepreneurship that 
attracts new business is based on how creative 
a company is able to be, and in today’s 
innovation driven economy, leaders need to 
be the force behind creative endeavours within 
their organisations. 

According to Harvard Business Review, creativity used to 
be an intellectual interest for some thoughtful executives, 
but it has now become an urgent concern for many. The 
authors gave a few ideas on how leaders can manage 
for creativity instead of simply ‘managing creativity’:

Engaging the right minds
The right minds need to be pulled into the right projects 
at the right time to engage in the necessary level of 
creative work. Employees need to be encouraged to 
contribute their imaginations and not only take instruc-
tions from their superiors.

Tap into the creativity of all ranks
According to research and experience from companies 
like Google and Linden Lab, the company that manages 
Second Life, the greatest success stories come from work-
ers’ own initiatives. Creative work needs to be distributed 
across the entire organisation.

Facilitate greater collaboration
No man is an island and great breakthroughs rare-
ly come from a single person. In today’s competitive 
marketplace, innovations are made when many people 
are able to contribute to an idea, technology or project. 
One of the ways to do this is to identify your company’s 
outliers or overachievers and put them in a position 
where they can help others achieve.

Why CEOs fail
Fortune Magazine published a classic article entitled 
“Why CEOs Fail” in 1999. In this article, the authors report-
ed that it wasn’t a lack of vision or charisma that brought 
down powerful, experienced and knowledgeable CEOs, 
70% of the time it was simply bad execution. In this day 
and age, with social media and rapid news publishing, 
many high profile CEOs have been shown the door in 
public, unceremonious ways. 

“The real problem isn’t the high-concept boners the 
boffins love to talk about. It’s bad execution. As simple 
as that: not getting things done, being indecisive, not 
delivering on commitments. We base our conclusions on 
careful study of several dozen CEO failures we’ve ob-
served over the decades – through our respective work 
as a consultant to major corporations and as a journalist 
covering them. The results are beyond doubt,” wrote the 
authors while justifying their estimation that 70% of failures 
are a result of poor execution. 

Operational vs. strategic leadership
A white paper by Development Dimension International 
(DDI), a company who has been specialising in building 
better leadership, explains why many leaders fail to suc-
cessfully transition from operational leaders, whose pri-
mary role is to manage day-to-day business operations, 
to key leadership positions where long-term strategic 
results are the primary focus. One of the greatest barriers 
is the lack of knowledge regarding the roles that strate-
gic leaders need to assume at this level. The fact that a 
leader has been successful in their functional or opera-
tional role doesn’t necessarily prime them on how to think 
and act strategically in order to grow the business, gain 
acceptance and execute strategies to achieve desired 
business results.

According to DDI, the nine key strategic leadership roles 
are as follows:
• Navigator: Efficiently working through complex key 

challenges and opportunities to affect action
• Strategist: Developing a long term mission and shorter, 

measurable goals to achieve the desired result
• Entrepreneur: Identifying new products, services and 

markets that could benefit the business
• Mobiliser: Proactively aligning stakeholders, resources 

and capabilities to solve complicated challenges or 
achieve goals

• Talent advocate: Retaining, developing and attract-
ing talent to ensure that people with the right skills 
and motivations to meet business needs are in the 
right place at the right time

• Captivator: Igniting passion, enthusiasm and buy-in 
among team members to achieve a common goal

• Global thinker: Drawing upon diverse perspectives 
and sources to create a well-informed view that 
could benefit the business

• Change driver: Facilitating positive change by creat-
ing an environment that embraces change as well as 
the acceptance of new ideas

• Enterprise guardian: Ensuring shareholder value 
through courageous decision-making that supports 
enterprise or unit-wide interest

Each of these capture important and relevant roles 
appropriate to senior leadership. Identifying, developing 
and deploying strategic leaders is one of the biggest 
challenges that companies and industries face today. 
While competencies, experience and skills are important 
to becoming a successful leader that people will follow, 
there’s also a unique understanding of the abovemen-
tioned roles as well as a certain charisma, talent and 
pizzazz that is needed for a leader to truly flourish. 

01



Have you thought about succession 
planning?

By Marcel Hattingh, PhD (ABD), co-founder and director of the City Changers Institute

A number of years ago, I had the privilege of visiting the Grand Canyon, but thanks to my limited student budget, 
I ended up in a truckers’ inn along the Interstate. After flipping through the only three TV channels, 

I came across a conversation between representatives of Google, Facebook and Yahoo on how their organisations 
viewed the issue of human capital, specifically relating to leadership succession. 

One of the key aspects that stood out for me was every-
one’s pipeline approach, which I later termed “repro-
duction”, as opposed to the more conventional way of 
recruitment.

Recruitment and/or reproduction
In a perfect world, I might encourage the process of in-
ternal reproduction far above recruitment; however, this 
is not always realistic. Rather, the challenge is whether 
the process of reproduction, especially on a leadership 
level, exists at all within your organisation? 

Case in point: Bigen Africa
What makes Bigen Africa’s approach to its processes of 
reproduction really special, is their multi-generation focus 
on leadership succession. Their continuous investment is 
not only aimed at the typical mid-level managers, but 
also younger team members.

Get the right people on your bus
Considering 2016 statistics pertaining to job turnover and 
the effects of toxic organisational climates, it seems that 
we are faced with a significant challenge in finding and 
attracting the right people. Jim Collins, amongst others, 
popularised this notion in his bestseller Good to Great, 
when stating that great organisations understand how to 
get the right people on their bus and the wrong ones off. 

What better strategy then to cultivate and raise our own 
champions from inside, rather than taking a chance on 
bringing in new blood?

5 principles for in-house development
A leading European specialist recruitment company, 
Egon Zehnder, has done extensive research into a vast 
number of family-owned businesses and highlighted five 
points when looking for a successful pattern of in-house 
development: 

Therefore, reiterating my earlier 
consideration, it is not so much a matter 
of either recruitment or reproduction, 
but rather what your organisation is 
currently doing for its internal reproduction 
of talent and skill, ensuring a hopeful future 
for leadership succession.

Understand the organisation’s unique “family 
gravity”. 
This entails aspects such as values, beliefs and 
organisational narratives that have been 
clarified and entrenched.

Establish a strong and structured leadership 
succession process.
Transparency on this level will take you a long 
way – don’t keep people in the dark.

Have a clearly defined corporate governance 
process.
This aspect provides clarity regarding the 
procedures and expectations, as well as critical 
timelines.

Understand what is needed in the business 
leader.
If we don’t have insight into the uniqueness of 
the organisation, including its environment, it 
becomes challenging to identify suitable 
aspiring leaders. 

Carefully manage the integration process on 
three levels:
(a) Organisational alignment.
(b) Family/team bonding.
(c) Stakeholder acceptance.
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INNOVATION DISTINGUISHES 
BETWEEN A LEADER AND 
A FOLLOWER. 

STEVE JOBS

INNOVATION
A: Building a healthy business



Innovating for Africa: 
5 steps to start our innovation journey

By Preetesh Sewraj, managing director of 
The Life Space

One of the most famous quotes from the Roman 
philosopher Pliny the Elder was “Ex Africa semper 
aliquid novi”, which translates as “There is always 
something new coming out of Africa”.  This was an 
extremely positive view of Africa and the ability of 
the continent to amaze those outside its borders. 
In the modern era we have lost this positive global 
view with many seeing us as a continent of problems 
stretching from bad governance to failed organi-
sations. There are many people working to change 
this view, but there is still a significant amount of work 
that needs to be done to turn Africa into a global 
beacon of innovation.

Preetesh Sewraj, managing director of The Life 
Space, discusses innovation in business. 

The following few steps could help us in this journey:

1.  Should we aim for invention or 
     innovation?

There seems to be a great deal of confusion over the 
terms “invention” and “innovation”. Many individuals 
prize invention over innovation, especially when inven-
tion is linked to great names such as Thomas Edison, 
Nikolas Tesla and the Wright brothers. In truth, innovation 
can be more powerful. A simple demonstration of this 
is the Wright brothers’ plane versus a space shuttle. The 
first plane was an invention, but without constant inno-
vation we would never have become a species that has 
bridged into space.

Innovation builds on strong ideas and should be our goal 
in our journey to great products and services. Whenever 
we encounter a great idea, feel free to try and incor-
porate it into your business. “Stealing with pride” is the 
cornerstone of innovation (when done within a legal 
framework).

2.  Mobilise every member of the 
     organisation to innovate.

We live in a world where innovation is so important that 
organisations create custodians of innovation within their 
environments. A single individual, though, is unlikely to 
create breakthrough innovation, unless he is a remark-
able individual such as Steve Jobs. Most organisations 
need to empower every individual to contribute to the 
innovation journey by understanding that they have 
the power to impact change. Simple ways to achieve 
this include regular innovation brainstorming sessions, to 
consciously create an environment of innovation, and 
rewards for those who create new thinking in the organ-
isation.

3.   Utilise customers as assets in the 
      innovation journey.

The consumers of our products and services are the ones 
who will ensure our continued growth. Many times our 
customers will share insight into why they use our busi-
ness and what their pain-points are. This is exceptionally 
valuable in helping to understand firstly, how we can 
attract new customers and secondly, how we can further 
improve to keep the customers that we have.
Customers tend to give unprompted feedback, but 
we should aim to gain prompted feedback by asking 
probing questions. Those in the organisation who are cli-
ent-facing need to develop a probing mentality to help 
customers share both negative and positive aspects of 
their experience with the organisation.

4.   Cannibalise your best products.

Polaroid, Blackberry and Blockbuster are just a few of the 
famous examples of companies that could not inno-
vate because they were so entrenched in their existing 
products. Regardless of how cutting-edge our products 
may seem, we should be aware that our competitors are 
making plans to steal customers away from our organi-
sations. Companies should aim to be not just better than 
the competition, but also to be better than themselves. 
Complacency, brought on by success, is dangerous and 
will result in a loss of customers as competitors match and 
then exceed our capabilities. Agile organisations need to 
be on a journey that looks to always better their offering.

5.   Act.

The failure to act is a major factor that prevents organ-
isations and individuals from achieving their full poten-
tial. Many companies in Africa need to act not just in 
their markets, but also outside their markets. The lack of 
African companies entering foreign markets is one of the 
reasons why there is no flow of high-value currency to 
further aid innovation. Taking the risk to act on an idea 
or opportunity will serve not just the organisation, but will 
also empower other companies to create a pathway 
to success. The African innovation challenge is one that 
will be a constant challenge for generations to come, 
but work done today can create an environment where 
future generations will find it easier to innovate and com-
pete on the global stage.
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YOUR MINDSET MATTERS. 
IT AFFECTS EVERYTHING - FROM 
THE BUSINESS AND INVESTMENT 
DECISIONS YOU MAKE, TO THE 
WAY YOU RAISE YOUR CHILDREN, 
TO YOUR STRESS LEVELS AND 
OVERALL WELL-BEING.

PETER DIAMANDIS

EMPLOYEE       
       WELL-BEING

A: Building a healthy business
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Stressed out much?
How resilient are you to stress? 

Here are seven attributes to rate yourself against and ensure that your life and habits, both professionally 
and personally, are not detrimental to your health. 

By Marcel Hattingh, PhD (ABD), 
co-founder and director of City Changers Institute

South Africa is not a healthy country. Or rather, 
most of our people are not in a healthy space, 
considering both their professional as well as 
their private lives. And the data supports this 
notion. Bloomberg ranked South Africa as the 
second “most stressed out” nation in the world, 
even though there are nations that are 
actively engaged in war!

More to stress about
The outcome of this statistics is frightening. High stress 
levels have been associated with conditions such as 
mental illnesses, including depression and anxiety, as well 
as a breakdown in morals and values, rising crime and 
corruption, substance abuse, and in extreme cases may 
even lead to suicide.

How to respond to stress
Responding to this challenge is by no means simplistic, as 
there are a number of key contributing factors. However, 
one element in particular seems to stand out – that of an 
individual’s personal resilience.
Paul Donders, chief executive officer of Xpand Interna-
tional, describes personal resilience as “the ability of a 
person to deal with surprises, changes and unexpected 
setbacks in a healthy manner”. In his book, Resilience: 
Live Healthier, Perform Better, Donders describes seven 
personal attributes of a resilient person.

7 attributes of a resilient person
1.    Reconcile your past.
2.    Create realistic optimism.
3.    Shift your focus towards solutions   

    orientation.
4.    Work with your skills and talents.
5.    Follow a disciplined lifestyle.
6.    Grow in self-awareness and live out 
     your passions.
7.    Build healthy relationships.

My personal experience
On a personal level, as a recreational ultra-distance 
athlete, resilience plays a critical role. Though I mentally 
understood this fact, coming face to face with this reality 
during last year’s Comrades Marathon caused quite a 
wake-up call. Compared to previous years, my prepara-
tion was not bad, but I was not in an emotional healthy 
place. Although I started the race well, by the time I 
reached Hillcrest my body was shutting down. Waiting 
next to the road for my support to pick me up, I had a 
long time to reflect. The words from the Rocky Balboa 
movie came to mind where he explains that he has “stuff 
left in the basement”. My basement was empty, nothing 
left, the fight was drained out of me!

Getting back home, I had to return to the principles that 
Donders highlights. It became clear that I was steering 
towards emotional burnout and biological aspects, such 
as my high blood pressure, supported this conclusion. In 
particular, my undisciplined lifestyle, lack of solutions-ori-
entated thinking and building healthy relationships were 
in desperate need of restoration.

Where are you?
So where do you find yourself at this point in time? Are 
some of the elements shouting at you too? All it requires 
is a bit of pro-activeness and sometimes support, before 
you too find yourself sitting next to the road contemplat-
ing what exactly went wrong.
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SOCIAL MEDIA IS THE ULTIMATE 
EQUALIZER. IT GIVES A VOICE 
AND A PLATFORM TO ANYONE 
WILLING TO ENGAGE. 

AMY JO MARTIN

THE ART OF
     SOCIAL MEDIA

A: Building a healthy business



Why you should connect online
As the saying goes, becoming successful in business is not just about WHAT you know, but also about WHO you know. In 

fact, it is also about who knows YOU. 

This is why networking is so important in building a business. And in this day and age, social media platforms are where 
the conversation is taking place. These platforms continue to grow and evolve, enabling users to connect with fellow 

professionals and end-users using text, images and video.

The mistake many marketers make is to think 
that every single touch point with their audi-
ence should be used to sell, but social media 
is about more than that. It is about connecting 
with people, creating awareness, becoming 
recognisable and staying top of mind, building 
rapport and creating experiences that people 
won’t forget.

Popular platforms:
•    Facebook – build online communities and creating 

a general following, share ideas, create awareness 
around projects and inspire.

•    Twitter – short conversations using #hashtags with links 
to more information.

•    YouTube – share videos that illustrate, inspire, docu-
ment or educate.

•    LinkedIn – connect with like-minded professionals, 
share and demonstrate expertise, and build a profes-
sional reputation.

•    Instagram – a visual platform that revolves around 
beautiful images and also makes use of #hashtags.

•    Pinterest – create photo albums of projects and 
group ideas for inspiration.

•    WhatsApp – still a very personal platform, WhatsApp is 
expected to launch a new update later this year that 
will allow businesses to create company profiles and 
connect with users such as through order, transaction 
and appointment information, delivery and shipping 
notifications, product and service updates, and mar-
keting. Users will, however, be able to manage these 
communications to their preferences.

It takes time to build up a significant following on these 
platforms though, so it might be a good idea to also part-
ner with a media company to create a focused strategy 
and leverage platforms with existing audiences.

Words are overrated
So what should the message look like? With so much 
information out there, people often don’t read long 
paragraphs, but rather gravitate towards pictures and 
videos to get the message in the shortest time possible so 
that they can move on. Therefore live action and visual 
storytelling are key for brands looking to get noticed on 
social media.

Livestreaming
One of the most popular functionalities now is live videos. 
In fact, according to a social and digital marketing trend 
report by Stacy DeBroff, chief executive officer and 
founder of Influence-Central, based on researching and 
working with over 350 brands last year, livestreaming in-
creases engagement by 175%. Facebook statistics back 

this up, showing that live videos are watched three times 
longer than the same videos when they are not live.
Conference organisers livestream interaction sessions, 
while Facebook Live enables users to upload live videos, 
giving audiences the opportunity to comment and react 
while the video is streaming, and Google Hangouts also 
provide a built-in feature for product demos.

Mobile
One of the most significant trends is that mobile devices 
have become the primary form of accessing social me-
dia. Just looking at Facebook, about 85% of its 14-million 
users are accessing the platform using mobile devices. 
This is significantly up from about 77% the year before.
The same is true for people looking for information on the 
Internet and accessing company websites on the go. It 
is therefore crucial for websites to be mobile friendly, be-
cause if people can’t access the information they need 
on their phones or tablets, it becomes very frustrating.
It is also important that websites are updated regularly 
so that the latest information is always available. Keep 
in mind that they are a reflection of the company and 
often the first point of contact for potential and existing 
customers.

Be visible
Without an online presence, companies may become 
almost invisible. Use websites and social media platforms 
to add value to people’s lives, whether it is through sug-
gesting solutions to problems they might have, present-
ing beautiful pictures or inspiration, by providing good 
service feedback or just by supplying the up-to-date 
information that they hope to find.
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MY HOPE ALWAYS WHEN I AM 
WORKING WITH A NEW CLIENT 
IS THAT I WILL CULTIVATE A 
RELATIONSHIP WITH THEM: 
DEVELOP A DIALOGUE AND A 
WAY OF WORKING. THIS MAKES IT 
EASY FOR A STAR TO TRUST YOU. 

BRAD GORESKI

CULTIVATING 
     CLIENTS

B: Professional business conduct
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5 ingredients to meeting the brief
Famous architect Frank Ghery said, “I don’t know 
why people hire architects and then tell them what 
to do.” Many designers know that the relationship 
between a designer and a client is often a delicate 
dance where the needs and vision of the client 
have to be carefully balanced with the creativity 
of the design team. Designers often want to push 
clients to be bolder in their goals and ideas, and cli-
ents can easily become upset if they feel that their 
needs aren’t being met.

Building projects are expensive and at the end of 
the day, the client is handing over hard-earned 
money for the project so you need to make sure 
that you are meeting the brief. Here are a few 
tips and pointers to make sure you stay on track 
throughout the process:

2. Ask as many questions as possible
You need to understand the ins and outs of the client’s 
business and the project that you will be bringing to life. 
Miscommunication and disappointment can often be 
avoided by asking many questions before the planning 
phase kicks off. 

“Architects need to be business analysts – you need to 
understand how the client’s business works,” – Andrew 
Bugg, partner, head of project and building consultancy 
at Knight Frank

3. Create a feedback loop based on timelines, 
goals and deadlines

An ongoing feedback loop, where everyone is brought 
to the same table to discuss deliverables and goals, can 
help you stay on track throughout the project. 

“Good collaboration is the only way to achieve con-
struction quality viably in a cost-constrained world, espe-
cially in public projects and frameworks where value for 
money is critical,” – Lyndsay Smith, architect

4. Have alternative options up your sleeve

Telling a client that something isn’t possible is the quickest 
way to sour a relationship. Be open to possibilities that 
are presented to you and don’t let preconceived notions 
stop you from exploring different ways to be creative. If 
the client is suggesting something that isn’t be feasible, 
make sure you can explain clearly why it won’t work 
(a good way to do this is through Building Information 
Modelling or other 3D imaging software that can give the 
client a visual representation of different scenarios). 
Suggesting alternatives will also help you meet them half 
way.  These suggestions are often rooted in out-of-the-
box thinking and the use of technologically advanced 
solutions that may or may not have been used before.

“If you go wrong after planning permission, then you lose 
the benefit you gained at the early stages. The technical 
side generates huge value,” – Richard Cook, director, 
Lend Lease

“Protecting the project vision requires architects to be 
‘inventively flexible’.” – Stephen Hodder

5. Be clear about your process

Not every project follows the same process and different 
design teams follow different phases with a project. Be 
clear with the client about the step-by-step process that 
you follow from the conceptualisation phase to comple-
tion. An open, collaborative spirit is one of the key ingre-
dients to meeting and exceeding client briefs. The oppor-
tunities for architects are plentiful, but to unlock these 
opportunities one needs to adapt to clients’ needs and 
demonstrate how design skills, experience and insights 
add value. Clients not only need designers’ creativity 
and vision, they rely on the problem-solving abilities that 
are brought to the table during the project. 

Establish open 
communication 
from the get-go

Ask as many 
questions as 

possible

Create a 
feedback loop 

based on 
timelines, goals 
and deadlines

Have 
alternative options 

up your sleeve

Be clear 
about your 

process

1. Establish open communication from the get-go

The first meeting is generally centred on establishing a 
connection with the client. Make sure you are meeting 
the client in person and that you project yourself and 
your team as transparent, open communicators who are 
receptive to input and ideas. Let them see your work (if 
they haven’t before) and focus on establishing a good 
rapport with the decision-makers that you will be working 
with.

“Great value buildings for people, communities, investors 
and owners alike are only possible with architects who 
work well with their clients,” – David Partridge, managing 
partner, Argent
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Samantha poses a scenario: “Although a client may be 
entitled to the use of copyright on the project for which 
they remunerate the professional, certain clients may 
attempt to use such principles and designs improperly 
to their own advantage while they undertake the work 
themselves and/or re-invite tenders based on these ideas 
of the professional.” 

Protecting yourself legally
Where the copyright is required by a client, it is recom-
mended that the agreement between the client and 
professional contain a provision to the following effect:

“The Professional shall not be liable (whether in contract 
or in delict) to the client or any other party whatsoever 
as a result of the use of the consulting engineers’ designs, 
drawings and specifications in any project or works other 
than those for which they are intended, detailed in this 
agreement, and the client hereby indemnifies the pro-
fessional against any claim which may be made against 
him by any party whatsoever in any way arising out of 
the unauthorised use of such documentation for such 
other purpose as aforesaid.”

It is also suggested that professionals indicate that they 
should be adequately remunerated for their services be-
fore intellectual property ownership passes to the client. 
This provision could be as follows:

“The Client retains the design rights and other intellectual 
property rights of all documents prepared by the Consult-
ant upon full payment for the Services to the Consultant. 
The Consultant shall be entitled to use them and copy 
them only for the Project and the purpose for which they 
are intended, and needs to obtain the Client’s permis-
sion to copy for such use.”

What built environment 
professionals should know about 

copyright laws

Professionals are advised to mark documents to the 
effect that copyright subsists in such documents. Suitable 
wording would be as follows:

“Copyright vests in this document/drawing and no use or 
reproduction or duplication thereof may occur without 
the written consent of the author.”

In addition, the name of the copyright owner and the 
year in which the copyright came into existence, should 
be stated, for example, “©Topside Engineering (Pty) Ltd. 
2017.”

Samantha says it is important to keep in mind that your 
intellectual property as a professional can be considered 
as a valuable asset to your business. As there are certain 
associated risks with same, the necessary precautions 
and wording should be considered.

“Proactive risk management is a vital business tool and 
is a process best undertaken with the aid of a specialist 
insurance broker and legal risk consulting service,” Sa-
mantha concludes.

The work, designs or presentations of 
built environment professionals such as 
consulting engineers, designers and architects 
often include design viewpoints and draft 
designs. It is important for built environment 
professionals to consider how copyright laws 
in South Africa can impact their businesses and 
careers, says Legal Risk Advisor, Samantha 
Baleson of Aon South Africa.
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Future-proofing your projects
The way that cities, workplaces, communities and homes are designed continues to change as a result of a number 
of global, digital, political and technological shifts. As an architect, it’s not always possible to design a building that 
will still be fit for purpose and useful well into the future. There are, however, a number of things that architects and 

design professionals can consider when thinking about the long-term sustainability and appropriateness of the 
projects that they are involved in.

Apple’s new USD$5-billion cam-
pus in Cupertino, California can 

accommodate about 14,000 
employees and it is striking to 

see in drone flyover videos 
available on YouTube. The 
campus stars a massive 
circular building that 
resembles a spaceship, 
but it actually has more 
space for employees to 
park their cars than office 
space for them to work. 
For 14,000 employees, 

11,000 parking spaces have 
been built. While Apple also 

has a programme that pro-
vides free rides to thousands 

of staff members to and from 
work on shuttle buses, it’s still quite 

a lot of space that has been dedi-
cated to parking. When the campus’ 

architect, Norman Foster, was asked at the 
WIRED Business Conference in June 2017 if he’d like 

to change anything about the headquarters, he said he 
would have to think for a moment. “The only hesitation 
I have is in terms of the changing patterns of transpor-
tation. Maybe the conventional garage needs to be 
rethought and rethought now. Maybe if I had a second 
time around I’d be putting a lot of persuasive pressure 
to say, ‘make the floor-to-floor of a car park that much 
bigger’, so if you’re not going to be filling it with cars in 
the future you could easily retrofit it for more habitable 
space,” says Foster.

Flexibility is more than designing 
open-plan layouts
Foster recalls the late Apple CEO, Steve Jobs’, unre-
lenting attention to detail, saying that Steve had a very 
clear vision about what he wanted and he dictated 
everything from door handles and materials to the 
ultra-tight tolerances required throughout the building. 
While one assumes that strict adherence to a client’s 
vision would stifle flexibility, Foster says the opposite is 
actually true. “The best buildings require a strong point 
of view. They must be thoughtfully designed to adapt 
to the ways humans and society will inevitably change, 
and that requires more than just building open-plan 
layouts,” says Foster. 

Future-proofed buildings will take into account the 
deep-rooted needs of the people who occupy the 
space. Instead of designing sections where people will 
work or live, they will help people connect with each 
other and with nature. As architects, a deep under-
standing of the desires of the client’s client will help to 
future-proof a building.

Architects should be 
proposing visionary 
ideas for the future
Chinese architect and 
founder of Beijing-based 
practice MAD, Ma Yan-
song, is of the opinion that 
architects have become 
too close to the commer-
cial side of the business. 
Instead of cosying up to 
developers and clients, 
they should be propos-
ing visionary ideas for the 
future.

“Architecture in society today 
is too collaborative with the 
commercial world. We should be 
more critical and be more vision-
ary,” said Ma at the RIBA International 
Conference, which was held in London in 
July 2017. Ma says that architects have a major 
role to play in addressing the challenges that the world 
currently faces, such as urbanisation, the future of cities, 
and climate change. Instead of focusing on the vision-
ary ideas that many architects had during their days 
as architecture students, many of them get caught up 
in the day-to-day practicalities of their jobs. Politicians 
alone can’t create a better future. “In the past, young, 
talented architects worked together to form a strong so-
cial agenda and communicate with a larger audience. 
That’s what today’s architecture community should be 
doing. In these issues [politicians] cannot be the lead-
ers. Every four or five years they change. They need to 
hear from architects as visionary people. We need to be 
brave and tell the politicians what a better future could 
be. We need architects to be visionaries,” says Ma.

Ma adds that there is too much dialogue in between 
architects and developers, or capitalism and authorities. 
Instead of simply creating what you think a developer 
wants, an architect has a duty to put forward more am-
bitious plans for the future. 

“Architects should be visionary,” says Ma.

Consider how workspaces are changing
Corporate interior design and office furniture is a prime 
example of a sub-sector that has changed vastly over 
the past decade. Remote workers, the need for in-
creased collaboration and a much larger focus on the 
well-being of employees has led to a complete overhaul 
of many office spaces and an increased need for ‘hot 
desks’ where employees aren’t assigned specific seating 
spaces. Changing workspaces are also changing the 
way that architects are designing new corporate offices.
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1. Domain name registration
Purchase the generic top level domain 

name in each country or jurisdiction that you 
plan to operate in. Registering domain names 
is fairly easy and domain names are granted 
on a first come, first serve basis, so this should 
form part of your defensive brand strategy.

2. Licensing or distribution arrangements
Expanding into Africa will offer numerous way to distribute 
products and services. Before you conduct a full scale roll 
out in Africa, secure licensing and/or distribution arrange-
ments so that the manner in which intellectual property 

ownership, use and enforcement is established between 
all relevant parties. 

3. Trade mark, design and patent registrations
Many African territories don’t protect common law rights, which means 

that brands cannot be protected from infringement by third parties 
without the registration of trade marks in these territories. The protection of 

trade marks in strategic territories and territories which form part of retail 
distribution routes, is also a useful mechanism in the fight against 

counterfeiting, which is an ever present reality when trading on the 
African continent.

Some of the factors to take into 
account when looking to protect 
your brand value and intellectual 

property rights include the following:

3 Ways to protect your IP when expanding 
into Africa

Valuable goods, services and intellectual property are being exported into Africa because the continent is 
becoming a focal point for global expansion, says Webber Wentzel Senior Associate, Carla Collett. With this 

type of expansion comes increased competition and the risk of imitation. It is for this reason that professionals 
need to make sure that their intellectual property rights are adequately protected before embarking on any 

expansion strategy.

There are two regional intellectual property offices oper-
ating in Africa, the African Regional Intellectual Property 
Organisation (ARIPO) and the African Intellectual Proper-
ty Organisation (OAPI). An ARIPO registration facilitates 

the central filing of trade marks, designs or patents in any 
or all of the designated member states. Although a sin-

gle application is filed to cover more than one designat-
ed member state, the registration which results is essen-
tially a national registration in each designated member 
state. An OAPI trade mark, design or patent registration 

extends automatically to all 17 member states.
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8 lessons about how technology 
facilitates innovative ways to reach customers

Customers 
search for value

Consumer confidence is 
waning and people are more 

price sensitive, prioritising 
essentials and searching for 

value. While there is still a place 
for premium products, there is 
an increase in dealer-owned 

brands. Identifying unmet 
needs can help manufacturers 

succeed during these tough 
times.

Important lessons about how technology facilitates innovative ways to reach customers were shared at the SA Shopper 
Path to Purchase 2017 conference recently. Held at the Bryanston Country Club, this year marks the 10th annual event. 

Here are some of the key insights that were shared:

1
Purchases are 

emotional
Mark Drummand, co-founder of 

neuromarketing consultancy, 
Neural Sense, said that 

emotions subconsciously drive 
95% of human behaviour. 

Significant improvements in 
sales can be achieved, for 

example, from a well-designed 
point of sale.

2
Maximise Return 
on Investment 

with technology
It is crucial for retailers to think 

about how technology can be 
used to make the shopping 

process easier and to shed light 
on what is no longer working in-
store. Beacon technology and 

RFID tags, for example, can 
map the path to purchase and 
all the influences that customers 
are exposed to along the way.

3

Media in malls is 
important

Within shopping centres, media 
serves to inform, educate, 

engage and persuade visitors 
and customers. John Faia, 

general manager of MallAds, 
advises a mix of physical and 

digital media, as well as brand 
experiences. Malls campaigns 

provide brands with the opportu-
nity to engage with shoppers in 

a way that doesn’t feel like 
traditional advertising.

4
Earn the love of 

your target 
audience

Brand involvement improves 
attendance at meetings and 

provides a platform for 
activations and sampling. 

Brands can become involved 
in communities by sponsoring 
talks, entertainment and skills 
development programmes, 

for example.

5

Target 
millennials

Millennials are digital natives 
and this group represents a 

large part of the population. 
What matters is dividing this 

broad group into 
life stages.

6
 Incorporate 
augmented 

reality
There are a host of new tech-
nologies in the mobile space 
allowing for innovative cam-
paigns, avenues for engage-

ment and data-driven insights. 
Some of the technologies 

brands should consider include 
augmented reality, chatbots 

and Bluetooth beacons.

7
 Use big 

data
In order to compete against 

industry giants, smaller 
businesses (which don’t 

generate enough data on their 
own) need to look into ways of 
aggregating and consolidating 

data using cloud solutions, 
said Dana Buys, 

CEO of CloudOne.mobi.
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IT TAKES 20 YEARS TO 
BUILD A REPUTATION 
AND FIVE MINUTES TO 
RUIN IT. IF YOU THINK 
ABOUT THAT, YOU’LL 
DO THINGS DIFFERENTLY.  

WARREN BUFFETT

MANAGE YOUR 
     REPUTATION

B: Professional business conduct



Business advice: Don’t lie
Should you lie to protect a good reputation? As a main discussion point at Reputation Matters’ 

2015 Reputation Conference, this question sparked a stimulating discussion and fresh perspectives from 
communication professionals. 

By Reputation Matters

“Have you ever lied to the media and other stakehold-
ers to protect your organisation and chief executive 
officer (CEO)?” Interestingly, 17 out of 20 communication 
directors working for Johannesburg Stock Exchange (JSE) 
listed companies answered “yes” to the question, some 
saying that they are “paid to lie”.

This was one of the findings in a study conducted by Pro-
fessor Ronél Rensburg, head of the Communication Divi-
sion at the University of Pretoria, who shared the results at 
Reputation Matters’ inaugural Reputation Conference, 
which took place at the Protea Hotel Fire & Ice Cape 
Town in November 2015. She also stated that 14 of the 
respondents said they would lie again if they had to. A 
follow-up study involving a wider sample of communica-
tion professionals will be released soon, however Rens-
burg says the results already reflect her original findings.

Admit mistakes
Lying is not the way to go, was the strong message by 
multi-award winning Sunday Times investigative journal-
ist, Mzilikazi Wa Afrika. “I will advise you as executives or 
public relations (PR) agents, when you prepare a press 
statement, be honest, be transparent and whenever 
you’ve made a mistake, admit it. Admit your oversight, 
admit shortcomings . . . don’t lie.” Wa Afrika spoke of his 
experiences when confronting corrupt politicians who 
denied allegations put to them and told how he had 
turned down millions of rands in bribes to keep quiet. He 
even had a near-death escape while conducting an 
undercover investigation into human trafficking.

Detrimental blunders
Huma Gruaz, public relations and marketing executive 
at Alpaytac in the United States, illustrated how several 
organisations had made communication blunders that 
had damaged their reputation. One example was the 
Black Fish documentary that negatively exposed Sea 
World, whose profits dropped significantly after the film 

was released. Another was the online dating site 
Tinder’s Twitter rant about a Vanity Fair article 
on dating, which led to Twitter users mocking 
the organisation. In both examples the way the 
organisations responded to the negative pub-
licity resulted in even greater damage to their 
reputation.

Honesty improves reputation
Gruaz also emphasised the importance of hon-
esty with stakeholders and stated that reputa-
tions improved when organisations were open 
about making principled decisions, even if this 
affected their profits. In most cases these effects 
were only temporary as stakeholders’ support 
for the organisation increased because of their 
transparent and honest approach. Addressing 
the value of trust in building a strong reputation, 
the co-founder and chief executive officer of Ar-
gon Asset Management, Mothobi Seseli, added 
that while investment performance was critical, 
perceived performance – based on trust and 
the reputation of a firm – was a major factor in 
choosing who manages your money.

Guiding communication
The conference host, Reputation Matters’ man-
aging director, Regine le Roux, explained how 
communication professionals need to juggle 
many expectations and requirements at once 
when it comes to managing a reputation. Her 
book, Reputation Matters, building blocks to be-
coming the business people want to do business 
with, was also launched at the event.

“The conference provided communication pro-
fessionals with stimulating and fresh new perspec-
tives and case studies to inspire and equip them 
for the challenges they face,” Le Roux comments.
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